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Facing the fusion of mass media and the transformation of radio, film
and TV industry. How does the television media achieve a successful
self-breakthrough, maintain its influences among the audience? It is the
most important issue that the TV media must think about in the new era.
With all that, the brand strategy problem becomes the top priority of its
development.
It is significant to study the TV media brand management, correct brand
strategy management can help the TV media meet the challenges from the
market, the brand operation and management behavior will be consistent
with the brand’s long-term development plan, conducive to the sustainable
development, and grown in the competition.
Currently, researches on media brands are very limited in China,
especially lack of in-depth study on the topic of TV media brand strategy
management. Doesn’t have a clear view for the major issues and conclusions,
most of them are reviews of domestic scholars for marketing, communication
and advertising on brand. Also most of the studies uses one of the theory
of brand strategy as the starting point for analysis, such as the basic
theory of public relations, theory of CI, brand image, brand positioning
theory, and the theory of integrated marketing communications to extend
the study of the brand strategy, not from the brand strategy of the whole
framework to study the brand strategy implementation in the media.
This paper uses the normative research method as the main research
method, case study, in-depth interview and literature
research as supporting research methods on Hunan TV station, and at the
same time refer to the theoretical framework proposed by Kevin Ryan
Keller in his book Strategic Brand Management.Brand strategy will
be divided into four dimensions: brand positioning, brand















conceptual and theoretical support for Hunan Satellite TV’s brand
strategy from these four aspects; provide a new direction for the study
of brand for domestic television media. Also, this article uses Hunan
satellite TV as an example, probes into the major problems in the brand
strategy of TV channel, such as brand positioning, brand
implementation, brand assessment and implementation of brand
promotion etc., in order to give the television channel brand management
in our country brings revelation.
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的发展。“截至 2013 年年底，我国电视人口综合覆盖率达到 98.42%，有线广播
电视用户 2.29 亿户，入户率达到 54.14%，数字电视用户 1.72 亿户，渗透率为
15.3%。全国广播电视行业总收入达到 3734.88 亿元，实际创收收入 3242.77 亿































































































































































































































































































































中国品牌管理专家、北京易难品牌管理机构总裁梁中国于 2001 年 9 月提出
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